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Lost clownfish

he broadcasting business is facing its biggest challenge to-date, on a global scale.
The days when things were simple and easy
for TV are now gone. The survival race is on,
until the very last breath! Who will survive and
make it into the new age of daily at-home entertainment is hard to tell, but one thing is certain
– we are witnessing a major shift which will completely change the way this game is played.
The old entertainment empires not only want
to stay in the game but also remain among those
who set the rules. The way to fight with the tons
of cash poured in by the tech giants and Netflix is
to throw in even more cash. That can only happen
with even bigger corporations leading to mergers which seemed unthinkable in the past; like

26

Murdoch selling his TV mastodon to Super Mouse
Disney. The same counts for AT&T and Time Warner and more similar deals about to happen, not
only in the US.
TV is no longer enough. Just take a look at what
John de Mol is doing in the Netherlands – biggest
radio chain, four commercial TV nets, big web
portals and most recently a news agency, and on
top of that one of the biggest content producers
delivering over 40 new formats every year. Some
might think he just wants to have everything, but
he is actually trying to stay relevant and guarantee his place on the Dutch market when everyone
else (RTL is struggling already) has lost the battle
to Facebook, Google and Apple. Other companies
would be well advised to follow his example.
The content machine is being pushed to the
limits as IP ownership is the solid ground on
which the new foundations of the business can
be built. But even more investments will have to
be made in building new platforms and marketing
strategies in order to reach the viewer/user with
the show that s/he exactly wants to see. Because
everyone in this vast ocean of video is like a little
clownfish lost without a clue. The goal is to catch
as much fisheyes as possible with the uttermost
colorful offer that can be found in every corner of
the Deep Blue (Screens).
But beware! Innovation and development of
new technologies will sweep this ocean in no time!

www.tvbizz.net
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Demand for AR/VR headsets expected to rebound in 2018

Nine tops TV revenue for first time in 13 years

Worldwide shipments for augmented reality (AR) and virtual reality (VR) headsets will
grow to 68.9 million units in 2022 with a five-year compound annual growth rate (CAGR)
of 52.5%, according to the latest forecast from the International Data Corporation (IDC)
Worldwide Quarterly Augmented and Virtual Reality Headset Tracker. Despite the weakness the market experienced in 2017, IDC anticipates a return to growth in 2018 with
total combined AR/VR volumes reaching 12.4 million units, marking a year-over-year increase of 48.5% as new vendors, new use cases, and new business models emerge.

Nine Network has topped 2017 revenue shares in Australia, for the first time in 13
years. Its commercial revenue share grew by 3.1pp to 38.3%, beating Seven which
had 37.9% (down 2.2pp). TEN Australia got 23.8% (down 0.9pp) In the December
half, Nine grew its ad revenue share by five points to a 40% share, while Seven
lost 4.4 points to 36.4% share and the TEN shed 0.7 points to a 23.5% share.

RTL Program Director
departs after 21 years
RTL Netherlands’ long-term Program
Director Erland Galjaard is leaving the
broadcaster after 21 years. RTL confirmed that he is leaving on May 1, 2018.
He stopped performing his daily responsibilities on March 31 but will continue to work on a number of ongoing
projects. He commented that he wants
to put his creativity in other fields and
simply be a TV viewer. CEO Sven Sauvé noted that Galjaard played a key role
in the development of RTL but also of
Dutch TV in the past 20 years. Local media speculate that after his non-compete clause expires, he will join John de
Mol’s Talpa TV.

SRG SSR to cut budget with
100 million CH

Keshet launches $55m gobal
drama content fund

After winning the No-Billag referendum, SRG SSR chief Gilles Marchand
announced new reforms for the public
broadcaster. The budget will have to be
cut with 100 million CHF as the broadcasting tax will be reduced from 451 to
365 CHF from next year and the ad revenues continue to drop. In the future,
50% of the collected taxes will be invested in information, up from 39% in 2016.
There will be also a focus on local productions in culture, films and series.
Also, the Swiss pubcaster will no longer air ads during films in primetime
which would mean 10 million CHF less
in the budget.

Keshet International (KI) announced
the establishment of a pioneering $55
million fund in partnership with several of Israel’s largest holding and asset management companies including
Altshuler-Shaham, Phoenix Insurance,
Arxcis Global Wealth Management and
Halman Aldubi Investment House. KI
initiated the fund, (KI Fund), to bring
high-profile TV and film projects to a
wider global audience by utilizing Keshet’s worldwide distribution prowess. KI
CEO Alon Shtruzman said: “We decided to launch this fund because we have
seen heavy demand for more high-profile dramas across all key territories.

Reshet and Channel 10 resume merger talks
Reshet and RGE Group, owner of Channel 10 Israel, have resumed talks on a possible merger. According to a Globes source familiar with the details, the intensity of the efforts and meetings between representatives of the two companies
has increased in recent weeks. The two companies discussed a possible merger
in May last year, just ahead of the Channel 2 split. Reportedly, Keshet is also involved in the talks due to the shared News Company ownership with Reshet.

NRK reveals Skam successor
NRK has started work on the successor of its super hit Skam
(Shame). The new web production has the working title Lovleg and will be set in Western Norway. The main theme will
be the challenges youngsters face when they move out into
the world and are forced to stand on their own two feet. Filming will take place this summer at the Firda Upper Secondary
School in the town of Sandane.

Talpa buys news agency ANP
Talpa Network has acquired 100% of the shares of news agency
ANP from Vereniging Veronica. John de Mol noted that this deal
would allow Talpa to grow into a modern crossmedia company.
He said ANP will continue to guarantee independent and trustworthy news in the age of fake news. Also, De Mol revealed that
the news agency will be making programs for the channels of
Talpa TV.

Roseanne hits 22 million viewers
with first episode, scores
renewal
ABC announced the renewal of Roseanne for an
11th season, right after the premiere of the reboot. With just one day of Nielsen’s delayed
viewing counted, the return of Roseanne saw its
Total Viewer count swell by a best of season for
any premiere telecast of over +3.4 million viewers to a 21.869 million average audience. In addition, after the first day of playback, Roseanne
shot up to a 6.24 rating in Adults 18-49, adding
more than 1.0 rating point and over 20% to its
Adult 18-49 Live + Same Day number.

iQiyi raises more than $2.2bn in IPO

DR preps for major budget cuts
The Danish public broadcaster will have to reduce its budget
with over 20% in the next five years, following a decision of the
government. This means 740 million DKK less. In the future,
DR will be funded from taxes which will also mean lower personal deductions of nearly 1.000 DKK per year. Also, new rules
will be introduced not allowing DR’s managers to receive higher salaries than those at TV 2, as has been the case until now.
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Frot-Coutaz to lead YouTube in Europe
FremantleMedia’s CEO Cécile Frot-Coutaz has decided to leave
the production giant and join YouTube as Head of EMEA. She
spent the last two decades at Fremantle and headed the company for the past seven years. Her main task will be to develop
YouTube’s growth strategies across EMEA in cooperation with
Robert Kyncl, YouTube’s chief business officer.

iQiyi has raised more than $2.2bn through its IPO
giving the Chinese video platform a market value of $12.7bn. The Baidu-owned platform, which
listed on the Nasdaq this week, saw stocks open
at $18.20 before dropping down to $17.80. The
company, which is often described as China’s
Netflix, plans to use the investment to enhance
its content library and technology platform.

Popular Belgian
journalist changes
gender
The VTM newscaster Boudewijn
van Spilbeeck, aged 58, decided to
start living as a woman this year.
The father of two, who now lives
and works as the woman Bo, first
wanted to come out of the closet as a transwoman 15 years ago,
but didn’t believe that the time
was right then. Bo, who is among
the most-popular faces in Flanders, has been appearing on TV as
a man for 28 years.

If you are not a member of our global TV industry network, don’t be the last to know
what happens now. It’s time to join TVBIZZ. Visit www.tvbizz.net. You can also download
our free apps for iOS and Android and browse the headlines on your device.
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SLEEPING
BEARS

SHOPPING LIST

SHOPPING LIST

What to Buy at MIPTV 2018?

TVBIZZ Magazine takes a look at some of the most-interesting and hottest new
formats and series making their debut at this year’s MIPTV.

■ Taboo / VRT

■ Hungry 9 / Nippon 9

■ Operation Moscow / Zhejiang TV

■ Beck is Back! / FremantleMedia

Taboo is a non-standard show about
people who have problems in life but
also like to laugh at them. Each week
Philippe Geubels invites four people with some kind of life handicap,
spends time with them and produces
a comedy show about their problems.

Behind a locked door, 9 people hungry to
achieve the same goal play mind games
to become the ultimate winner. One
goal, nine desperate aspirants, countless mind games to eliminate the rest
and be the only winner.

A TV series about a police investigation
and manhunt following a crime wave
on a Beijing-Moscow train became a
huge hit in China. The first 10 episodes
of Operation Moscow were viewed online
more than 130 million times.

Freshly separated houseman and father of four suddenly becomes a lawyer. Hannes can rely luckily on his
Croatian cleaning aid Jasmina. As a former judge, she likes to help the overburdened public defender.

■ Superstar Chef /Tin Can
The show pairs up 8 celebrities with
8 of the best chefs of the country. Together, these teams will take on two
various culinary challenges each
week. The premiere is set for April 24
on RTL5 in the Netherlands.

■ Stars in the Mirror / Beta Film
In Stars in the Mirror, celebrities have to
guess what others think about them.
The ‘mirror’ are the 500-member audience in the studio who are telling the
naked truth to the celebs by voting.
The show delivers above average results
on RTL in Germany.

■ Greetings from / Nexico

■ So You Think You Can Sing /Talpa

Celebrities and their families will go
back in time to live several days in the
year when the particular celebrity
turned 12 years old. The house, interior, food, style, clothing, TV and entertainment will be exactly as it was back
then. Launches on TV4 in Sweden this
week.

Talpa is bringing another talent show
in which contestants will not only be
expected to have great singing skills but
also a great sense of reality and ability to convince. On stage, three talents
will be competing simultaneously to
win the vote of the audience and the
three-member jury.

■ My Family Secrets Revealed

■ The Silence Breaker / GIL Formats

The show will give the public a chance
to learn about their ancestry. The series will allow people from all over
Britain to gain access to a selection of
experts who will delve into their past
and uncover their hidden history.

The #MeToo and #TimesUp movements
continue to be among the most relevant
topics this year and now Gil Formats
brings a show that tackles the problem
directly. The format follows in real-time
men and women who are experiencing
sexual harassment at their workplace.

/Channel 4

■ National Identity Crisis / DRG
This new format travels a country to find
out what comprises a nation’s identity
in the minds of its people. Following the
global trend of rediscovering the national pride, over six themed episodes a host
visits everything from tourist attractions
to heritage sites
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■ Rekyl / DRG
Robin is released from prison after serving several years behind bars for smuggling narcotics. After several attempts
to get his life back on track, Robin gets
sucked back into his old life, and agrees
to investigate the police with his old
gang.

■ Kiri / All3Media
Channel 4’s drama Kiri was watched by
an average of nearly five million viewers – the largest for a Channel 4 drama
since modern records began. And it is
the biggest ever drama series on All 4
achieving more than half a million
views per episode.

■ Hold The Sunset / BBC Worldwide
The return of John Cleese with his first
sitcom since Fawlty Towers was an immediate hit for BBC One. The premiere
reached over 7 million viewers, becoming the channel’s most-watched comedy debut since December 2014.

■ Matchmakers / VIER
Singles will ‘accidentally’ meet three
potential matches on the street. The
three candidates will be selected by the
show’s team and the friends of the single protagonist which they believe could
perfectly match them. The rest will be
recorded by hidden cameras. Matchmakers will premiere in mid-April on VIER in
Belgium.

■ Highway of Love / GoQuest Formats
A 300 km road trip can become a lifetime
opportunity for singletons to find love.
In each episode, one single candidate
travelling in a white luxury car and five
aspiring partners in separate black luxury cars try to find out if they’ve found
love, money or betrayal.

■ One Night / NRK

■ Time to Dance / FremantleMedia
The audition process in this dance show
is ruthless: dancers are given only 30-seconds to show their skills, before facing a
gut-wrenching wait to discover the judges’ verdict.

■ Miss Sherlock / HBO Asia
An all-female take on the famous Sherlock adventures. The series takes place
in modern-day Tokyo. Yuko Takeuchi
stars as Sherlock, while her crime-solving partner Dr Wato Tachibana is
played by Shihori Kanjiya.

The title comes from the concept of the
show in which everything happens
in only one night. The romantic story
starts with a blind date and ends five
hours later over the span of 10 half-hour
episodes.

■ Cuerpo de Elite / Atresmedia
The series is based on the 2016 comedy feature Cuerpo de Elite (Heroes Wanted) telling the story of a special team of
agents from diverse Spanish police forces. It is Antena 3’s most successful new
series this spring.

■ Lice Mother / Red Arrow
Lice Mother was not only the most
watched show in NPO3’s history but
also broke the record for most watched
TV show online with 420.000 viewers. Overall, the first season reached
around 5 million viewers in the Netherlands this spring.

■ La Mama del 10 /Caracol
The biggest hit in Colombia this year
tells the story of Tina Manotas whose
husband left her to take care of their
children without money. Tina helps
her son to realize his dream to become a
famous football player. After achieving
this, he acquires a luxury apartment for
his mother and the other kids. But she
does not feel comfortable there.

■ Unnatural / TBS

■ Harem /Endemol Shine

One of the most-watched winter 2018
dramas in Japan follows the work of
Mikoto Misumi, a pathologist at UDI
(Unnatural Death Investigation) Lab.
She can’t stand neglecting unnatural
deaths and investigates them r with the
help of her team.

Reshet’s most watched series of early 2018 tells the story of Maya who
has become a part of a sect led by the
charismatic Shabtai Tzadik. Harem is
a gripping drama about two young
women who are drawn into a mysterious cult, and their battle to escape.
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Alan Cumming’s

INSTINCT
The multi-faceted and prolific Alan
Cumming wrote television history this
spring as he took on the challenge to
play the role of Dr. Dylan Reinhart - the
first leading gay character in a US network series ever. History aside, one of
the things Alan loves most about his
character is his willingness to push or
break the rules. In each episode of Instinct we will see a new side to the eccentric professor of behavioral analysis
who is shy but certainly quick to adapt
to any situation. To Alan, becoming Dr.
Reinhart was like jumping off a cliff, as
he tells us.

JEFF NEIRA /CBS © 2017 CBS BROADCASTING INC. ALL RIGHTS RESERVED.
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SUPER PREMIERE
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SUPER PREMIERE

What I love
about Instinct
is that Dylan’s
sexuality is the
fourth or fifth
most noteworthy
thing about him
Bojana Novakovic as Det. Lizzie Needham and
Alan Cumming as Dr. Dylan Reinhart
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lan, what attracted you the
most to Instinct?
It was a combination of things:
to be able to play such a great
character with so many different and seemingly disparate facets; to
be in a good old-fashioned mystery show
like I remember watching when I was a
little boy; and the chance to make history
and play the first ever gay leading character in a US network drama.

the correct kind of representation. What
I love about Instinct is that Dylan’s sexuality is the fourth or fifth most noteworthy
thing about him. It’s ‘oh and also he is
gay’ and that is the direction we need to
go. We have for too long focused solely on
a gay character’s sexuality, and usually
in a negative or problematic way. I don’t
define myself by my sexuality purely, so
why do we tend to do that with gay characters on TV?

As you mentioned, Dr. Reinhart is
primetime broadcast’s first leading
gay character and also has a healthy
same-sex marriage. Do you think
that there is enough diversity on TV
nowadays?
I think it is incredible to think that in
America, in 2018, there has not been a
network drama, ever, to have a gay character in the lead. It’s mind boggling to
me. So, I am happy to take the mantle
and hopefully, in our small way, do some
good in terms of opening up people’s
minds and erasing prejudice.
And no, I don’t think there is enough
representation, but more importantly

What is Dr. Reinhart like? Do you share
any similar traits and interests with
your character?
I don’t think we are alike at all. He has
trouble functioning in everyday social
situations, he’s a bit of a loner and
very in his head, and he has a brilliant
mind. Then, one thing we share is the
willingness to push or break the rules.
Oh, and we look fairly alike, though he
is a much snappier dresser than me, and
also he dyes his hair!
What do you think audiences would
most like about your character?
His eccentricity, his seemingly endless

supply of skills and knowledge and experiences. I love how in each script there
will be some new piece of background
for him. In one episode he revealed he
had once kept chickens in Egypt! And I
think people will really like to see him
trying to fit in to the different parts of
his life, even though his default and
most comfortable place is that of the
lonely geek.
Your character teaches a class in
Abnormal Behavior. How would you
describe Dylan’s personality on the
show?
It’s a huge personality, not in that he
is particularly outgoing or gregarious,
in fact he can be quite shy and finds
normal social interaction difficult. But
huge in that there are so many parts to
it. He can be single minded and blinkered when he is focused on something,
but also extremely witty and jokey at
the most inopportune times. He is a
true eccentric in that he walks to the
beat of his own drum, and because he
has so many different guises: professor/
former spy/now NYPD consultant and

Alan Cumming as Dr. Dylan Reinhart and Bojana
Novakovic as Det. Lizzie Needham
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SUPER PREMIERE

INSTINCT, produced by CBS Television
Studios, stars Alan Cumming as a former
CIA operative who is lured back to his
old life when the NYPD needs his help to
stop a serial killer. Dr. Dylan Reinhart is
a gifted author and university professor
living a quiet life teaching psychopathic
behavior to packed classes of adoring
students. But when tenacious top NYPD
detective Lizzie Needham appeals to him
to help her catch a serial murderer who
is using Dylan’s first book as a tutorial,
Dylan is compelled by the case and
comes out of retirement. Helping them
is Julian Cousins, Dylan’s invaluable CIA
comrade who rivals Dylan in brilliance
and wit, and can get top- secret dirt on
anyone, anywhere, anytime.

Bojana Novakovic as Det. Lizzie Needham and
Alan Cumming as Dr. Dylan Reinhart

also former musical prodigy, there are
correspondingly so many different parts
of his personality. But he is kind, and
that’s the most important thing in my
book!

ALAN CUMMING was one of the stars
on The Good Wife, earning several Emmy
Award, Golden Globe Award, SAG Award
nominations. He has been one of the
major stars on Broadway and has won
an Olivier Award, a Tony Award, Drama
Desk Award, Outer Critics Circle Award,
Theatre World Award, New York Press
Award and FANY Award for his Broadway
performance in Cabaret.
In film, he wrote, produced, directed
and starred in The Anniversary Party,
which earned a National Board of
Review Award and two Independent
Spirit Award nominations. In 2015, he
premiered his hit cabaret show Alan
Cumming Sings Sappy Songs. His memoir
Not My Father’s Son became a #1 New York
Times bestseller. He has been honored by
the Human Rights Commission, GLAAD,
The Trevor Project and The Matthew
Shepard Foundation, and many others
for his humanitarian work, in particular
LGBT rights and equality. Cumming was
born in Aberfeldy, Scotland.
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You are a professor of behavioral
analysis as well as a former CIA operative in the series. Did you do any
special kind of preparation or training for your role?
I talked to some former CIA operatives
and that was a real eye opener. I was
shocked about the intensity of what
they do in terms of going undercover in
a war zone, and of course the resulting
PTSD and other mental health issues is
incredible. But aside from just chatting
to people and reading up online about
what some of Dylan’s past experiences
might have been like, I just jumped off
the cliff and became him!
In real life, what is your strongest
instinct?
I think I have a pretty good bullshit
detector! I think you need to when you
work in this business and are constantly
meeting people who want something
for you!!
Instinct is based on James Patterson’s
Murder Games. What are the main
differences between the book and the
series and is it more difficult to play a
character from a novel?

Well, the novel is really what the first
episode is based on and then we carry it
on ourselves after that. I think the characters and the relationships between
them are the focus of what we take from
the book. And no, I quite like doing it
this way, having some source material to look at before I play a character.
But then of course you always have to
play the script: even though there are
many more details about Dylan or other
characters in the novel, they may not
come out in the show (yet) and there
are so many more facets that the show
writers invent, so you just have to be in
the moment and play what is needed in
each scene.
We saw Whoopi Goldberg in the
trailer of the series. Who are some of
the other guest stars on Instinct?
Well, since we shoot in NYC, there are
quite a few people I know from Broadway like Nikki M James and Gabriel
Ebert who have come on to shoot an episode, and also my father is played by the
incredible John Doman who you may
have seen on The Affair or The Wire among
many other things.
Being that you are the lead and an
executive producer, do you plan to
direct or take on any other roles on
Instinct?
I think I have more than enough on my
plate as it is!

DRAMA SERIES

JEFF NEUMANN/CBS © 2017 CBS BROADCASTING INC. ALL RIGHTS RESERVED.

Y O UYOUR
R A UAUDIENCE
D I E N C E OUR
O U RSTORIES
S TO R I E S

A GAME SHOW WHERE YOUR ONLY LIFELINE IS A BUNCH OF KIDS
FEATURING COMEDY LEGEND RICKY GERVAIS

CAN THEY FIND LOVE
AT FIRST SWIPE?

6 x 60’ + format
Brand new
commission for a
second series

10 x 30’
A DARING, MODERN
DATING SHOW FORMAT…
complete with its own dating app!

MIPTV Stand C20.A
MIPTV Stand C20.A
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Exciting Opportunities
with Gary Newman

Fox and Disney are all set to close (once it gets approved) the biggest ever merger in entertainment history and the whole international TV community is wondering how will
this change the rules of the global business of television. What will be the new challenges for the two giants? How strong will they be facing the ever more aggressive digital
players like Netflix, Facebook, Google and Apple on the market? Can the big TV empires
survive and how?
Stanislav Kimchev got a chance to talk about the future of the industry with Gary
Newman, CEO Fox Television Group, during the INTV 2018 Conference in Jerusalem.

GARY NEWMAN oversees Fox
Television Group, which unites the
broadcast network Fox Broadcasting Company (FBC) and the prolific
studio 20th Century Fox Television
(TCFTV). Newman is partnered in
this role with Dana Walden. The
two have led TCFTV since 1999 and
added FBC to their purview in 2014
in conjunction with the creation of
Fox Television Group.
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r. Newman, what do you
expect to change following Disney’s acquisition of
Fox Production properties,
including 20th Century Fox TV? M&A’s
are sometimes quite a long process,
but in the end how will the Mouse
change the Fox?
Well, I’m very excited about the prospect
of it, Disney is a great company, Bob Iger
is an exceptional leader. Because of the
need for judicial review, Justice Department review in the US and review all
around the world of different markets,
we are not really at liberty to talk too
much about it. In fact, they don’t allow
us to sit with Disney and talk strategic
plans at all, so those conversations haven’t happened. I can just tell you, thinking about the various assets, thinking
about the various brands, I think there’s
lots of exciting opportunities between
the companies and should the merger
happen I think it will be a very exciting
place to work.

I think that Fox would’ve been at the
top of the heap, so it is not a surprise to
me that Disney reacted so aggressively,
that Comcast wanted in, because with
assets like 20th Century Fox Television,
FX, National Geographic, the Film Studio, the regional sports networks, which
are very important sports networks in
our country, you know, they’re unique,
invaluable assets.

Were you surprised to find out that
Mr. Murdoch has decided to sell Fox?
You know, I was surprised, I’ve worked
at Fox for nearly 30 years and never
imagined that the Murdochs would be
sellers. But circumstances change and
Rupert is nothing if not an iconic visionary and this was his vision for right
now. When you stop and think about it,
if you were aware that Fox was willing
to sell off assets and you would’ve looked
at what companies have the best assets,

What’s Fox’s current strategy in
terms of content and positioning?
It seems everyone is focusing much
more on the digital audience?
Yes, we try to keep it relatively simple
and for as long as we’ve been running
that studio, we’ve been about the writer
and the artist first. We don’t think
about the platforms, we don’t think
about the aftermarkets - it’s “Who are
the writers who we believe are really
gifted and have stories to tell, and how

Disney content is traditionally
considered milder, skewing a more
family audience, while Fox has some
edgier brands, especially FX. Do you
expect FX to lose some of its edge
now?
Well, I’m really not the right person to
talk about it, but I’ve spoken to John
Landgraf. I know he’s spoken with
Bob Iger; Bob has actually been in the
press saying he loves FX, loves the programming and doesn’t see any reason
it can’t continue to exist under Disney
ownership.
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do we help them get those stories to market?”. We sort of famously developed the
model of notwithstanding having our
own broadcast network at Fox and our
own cable network that we are going to
take projects to the network when we
thought the show had the best chance
of succeeding, and while at times that’s
been challenging because Fox hasn’t
gotten things that maybe they wanted,
we’ve been a home that’s attracted the
very best writers and over 28 years and
hundreds of series. I think having a great
lead over any of our competitors in shows
that have been nominated and received
awards has been strategy for creating premium content. And the future is much
more challenging now than the past has
ever been - in addition to all the same
competitors, there’s these new ones. But
what hasn’t changed for us is that the
way to compete is to not lose sight, it’s
about the writer, it’s about developing
great content, and trusting that if you
have great content, an audience is going
to find the way to find it.
9-1-1

“The future is much
more challenging now
than the past has ever
been. But what hasn’t
changed for us is that
the way to compete is to
not lose sight, it’s about
the writer, it’s about
developing great content,
and trusting that if you
have great content, an
audience is going to find
the way to find it.”

AHS
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Speaking about great content, can you
reveal some of the future hits for Fox?
Well, we’ve got ten pilots in development
at Fox, we have two in development for
ABC, so we’ve got 12 terrific pilots in production. This year we’ve had some significant success at Fox: we put a show on in
January, 9-1-1 from Ryan Murphy, which
has really caught on in our country. It’s
only begun to be shown internationally,
but hopefully it’s going to catch on in
many markets as well. We did a medical
show this year, The Resident; we did a Seth
MacFarlane sci-fi show called The Orville.
What I like about all three of those shows
is that they’re character-based procedurals, and procedurals tend to travel
internationally much better, but having
them fundamentally be character-based
instead of plot-based, I think helps them
stand out in the crowd. And a lot of audiences want character-based shows. You
see, in serialized shows it’s often just
about the characters, and I think this
bridges the gap and will attract more
delayed viewing than procedurals generally do and therefore reach the digital
audience you’re referring to.
Co-management is complicated, yet
you and Dana Walden provide a prominent example of very successful management by two leaders. Can you tell
us how this works, how compromise

there is in such a relationship and how
important trust is?
Well, trust is everything and having a
genuine friendship is everything. We’ve
worked together in the company before
becoming partners, so we had a level of
trust with each other from a few years of
working together. It’s an unusual structure and there’s plenty of success for two
people to share. I never feel like when
we have something successful there’s
not enough light shined on me, there’s
plenty of credit for everybody. But what’s
really valuable is when things go bad, it
is great to have someone to stand with,
shoulder to shoulder, to bear the burden
of disappointment and things not working out. I grew up playing team sports, I
like managing a team and I like having
a partner who shares the same agenda,
and Dana and I (our offices are adjacent),
we’re in and out of each other’s offices
throughout the day, we talk every single
weekend, we frequently talk at night, we
love going to lunch together with others
because that 10 minutes in the car, getting to lunch, gives us a chance to catch
up and make sure we’re on the same
page. So, it’s been the defining relationship for me in my career for sure and I’ve
really enjoyed it.
Aren’t you afraid that now you will
become more of competitors than
partners?
No - you know, we don’t know what the
future holds. I think there’s every reason to believe we’ll continue to work
together, but if we didn’t, I’m sure our
friendship will endure and Dana will be
incredibly successful at what she does
and hopefully the same will be true for
me.
You have been with the Fox studio for
28 years. What was your most difficult
moment during this tenure?
The most difficult moment in 28 years
- it’s hard to pick a particular moment,
but there have been shows over the years
that we just have loved that got cancelled
- that was painful. Writers and actors,
whom we develop such close relationships with and to see their shows not
make it to the next level, I think were
probably always the most painful things.
But, you know, what’s funny is there’s
been so many successes and I’m an optimistic person, who looks forward, and if
you ask me to look back at my career, the
successes are the ones that stand out for

me, not the disappointments.
You have been involved in green lighting such shows as Modern Family, The
Americans, Empire, American Horror Story.
How easy is it nowadays to find a true
hit with this huge competition from
TV rivals and streaming giants?
I think the biggest challenge is grabbing
the attention of the viewer. You know,
you do great shows, but can you communicate to people that there’s something they should watch? It’s why these
networks are so important that if you do
a drama for FX - we did American Horror
Story there - we gave them American Crime
Story, the FX audience had trust that FX
knew how to put a great drama on and
gravitate it to American Crime Story. The
Fox Network, one of the things we think
about a lot is “What is our brand?”, you
know, “What have the audiences come
to expect from us?”. So, it’s challenging,
and look, the streamers create a great
challenge, because they create so much
content that they’re making it more
competitive to get the word out, but we
think with our focus on writers we’re
gonna be OK.
Is the future of TV still bright or will
it be overshadowed by Netflix, Amazon, Google and Facebook? Do you use
personally any of these services?
Yes, I do have all of these services, but
I’m very bullish on network television
broadcast. I love our structure of delivering episodes weekly. I understand there
are certain types of shows that people
want to binge, and the heavily serialized shows fit that platform pretty well.
But I do think there’s a juiciness to a
show that you look forward to all week,
you watch and you say “God, I wish
there was another one!”, and you know
you have to wait and you talk to your
spouse, friends and your kids about it,
and that carries on for several months.
I think that’s among the most powerful platforms you can ever have, because
it just builds so much anticipation. In
our country, This Is Us, which we make
for NBC, just finishing up our second
year, is an incredible phenomenon that
people talk about at work, and that isn’t
going away, and I don’t think the advertising market is going away. So, I believe
broadcast television is here to stay - and
we have to get better, we have to shorten
our ad breaks and declutter our air, but I
think it’s a powerful medium.
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The State of Flux
with Kevin Reilly

Stanislav Kimchev attended this year’s INTV 2018 Conference in Jerusalem looking for
answers as to what the future brings for the television business, as people watch less
TV, end their cable subscriptions and move to streaming services. Certainly, not everyone would be able to offer a concrete perspective and analysis on the ongoing process,
and certainly Kevin Reilly, President TBS and TNT, is one of those big execs who are
not only engaged in what he calls “State of Flux”, but is also one of the people who will
be defining the new rules and successful business models for the major US networks in
these challenging times.

One of television’s most influential leaders, KEVIN REILLY leads the
top-rated TNT and TBS networks
and drives growth opportunities
across Turner Entertainment’s
industry-leading properties, including TBS, TNT, truTV, Adult Swim,
ELEAGUE and Super Deluxe. He is
the only executive to have run two
broadcast and three cable networks. Reilly is widely respected as
an industry innovator and has been
known for championing some of
the most culturally influential programs in TV history, including Empire, The Office, 30 Rock, Friday Night
Lights, The Sopranos, The Shield, Nip/
Tuck, ER, Law & Order and Glee. He
was among the first TV executives
to make meaningful investments
in digital and social media content
and push for multi-platform ratings
measurement.
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evin, you are the president of
TNT and TBS and you have previously worked for NBC and
Fox. What are the main differences between working for a broadcast and cable network in the era of
Peak TV? How have streaming services changed the landscape in the
past few years?
Really, if you boil it down, it comes
down to managing intellectual property
and ideas, and that is our business and
how that IP, how those ideas, how that
talent gets bundled together and distributed is slightly different in each of those
platforms. But ultimately, it’s a very
competitive marketplace - the consumer
is winning, not only with our domestic
ideas and formats, but internationally
we know that more and more markets
are producing really high caliber, very
compelling material, that is very relatable to local market but also can travel
internationally.
So, the marketplace is very, very robust.
Cable, historically, has been a very
strong business. Broadcast in US, which
was always the top and biggest by definition, broadcast has been more and
more under stress and is now, as a business model, struggling much more
than cable – really, really struggling
from streaming business, even though
they’ve tried to adapt to those businesses. Cable has also hit its own maturity at this moment in time but is a little bit more flexible as a business model
to adapt into those new areas, which is

what we’ve done at Turner. We‘ve gotten into digital distribution and understanding data and moved into those
businesses, but in a nutshell, it’s about
delivering quality ideas, quality productions in the marketplace in a way that
they can consume them.
Do you think traditional networks
will be able to handle the increasing competition and budgets of Netflix, Google, Amazon, Facebook
and what do they need to change in
order to keep their appeal to digital
audiences?
Yes, if they adapt. Like all things, if
you don’t adapt, you don’t succeed. And
we’re at a moment of time where adaptation is critical. I think those businesses that stay within the traditional
confines of linear delivery either because
they’re not adapting fast enough or they
don’t have the resources to do it, they
will be under great stress and probably
go away, in my opinion. Those that are
adapting, like our businesses, will in
fact be here and will be a part of different delivery models.
And what makes TBS and TNT different from the rest?
We have been a very profitable and successful business for a very long time.
We’re one of the best-known cable channels in the US, but that doesn’t mean
we’re one of the best loved. We’ve been
working on the love part, and that’s
what’s been happening in the last
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“If you don’t adapt, you don’t succeed. And we’re at a moment of time where
adaptation is critical. I think those businesses that stay within the traditional
confines of linear delivery either because they’re not adapting fast enough or
they don’t have the resources to do it, they will probably go away.”

three years, just trying to get more love
attached to what we call brand awareness. Lots of people may say “I know that
jacket”, but do I love it or is it just the
cheapest jacket? Sometimes what people like to say is “I get it at a price and I
love it.” We have a lot of resources, we
have very high awareness, and we are
very good at what we do, so these things
together allow us to have choices to
make in this competitive environment.

Good Behavior

From your perspective and experience, is changing the audience’s perception easier or more difficult than
before?
Harder, only by virtue of so many
things. Early in my career, I got involved
in the FX network at a very early stage
where it did not have that much identity
or really not any quality programming
and after that there was a complete
change of perception, which ultimately
really affected the entire cable business. We are doing actually three times
as much of that success now at our networks. What I did back at FX with only
one show, now I ultimately put on more
shows, which people are out of their
minds about - but we’re seeing the audience in our studies respond, “the love
factor” goes up. We call it “brand definity” meaning people know it, and now
like it or love it, so with a little over
three year’s time, we’re actually moving
in here.
So, you can get there with a big
investment, like the one we’re making. You can’t get there with one show.
I mean, AMC got there with one show,
they did it multiple times, but The Walking Dead was the show that made it huge,
and now they’re down to one show
and taking nothing away from the job
they’ve done, but they do not have the
resources, I think, to really figure out
the next job.

The Alienist

You bet big on The Alienist, the most
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expensive series on TNT. What is the
biggest challenge when attracting talent? Is the budget the only thing that
counts?
No, but if you don’t do that and they
believe they can get paid better somewhere else, or they think the production can be better somewhere else,
then you know, everyone says “I like
you very much”. But we executed a very
high-quality production, we marketed
it and succeeded, now when someone
comes in the door next time, they don’t
say “Well, we’re not sure you guys can do
this”, they say “Okay, you did that, now
I just have to believe this is the right one
for this project”. So, it gets a little easier
each time.
As Chief Creative Officer, you chair
the Turner Entertainment Programming Council. What are the main
challenges in today’s TV programming and what makes TV exciting in
the modern media landscape?
Well, all of those words just say I’m
involved in a portfolio of ideas and intellectual property and talent. Those particular channels are focused at different
market segments, so really a big part of
today is that we began in every country with a big, broad offer and there was
not much choice; whether you liked it or
not, you’d watch it because we had three
things and that was the choice. Now
that you have more and more choice.
What may be great to you maybe very
different to me. We have different services, we gear towards different segments, directing the content and the
resources to the right audience is also
another part of it, so that’s really what
we do.
You have greenlighted many projects
in your career. What is your most dear
project to date?
I get asked that every time and I never
answer. The ones that came were the

right ones at the right time, so I go back
and I could never pick one.
How will the latest big M&A deals
change the US and the international
TV market?
Quite drastically, but we’re actually just
in a state of flux right now. We’re in the
middle of a pending big merger with
the telecom company AT&T. Disney with
Fox. All of these companies have international businesses and components and
international will be a very big growth
business, because most of these markets have nowhere to go but up, others
are more reformed but are now getting
specialized. So that growth, working collaboratively either with our businesses
directly or with other businesses we may
collaborate or buy, is going to be really
good for the international marketplace.
Better than ever before.
What’s the future of e-sports, can
e-sports programming have mass
appeal?
At a younger demo, it won’t have mass
appeal as a television property necessarily, but this is huge, millions and millions worldwide - this is a global sport.
So, we’re attracted to it, this is not a U.S.
phenomenon, this is global. It strangely
may end up being one of the most, if not
THE most, international sport, if you
think about it. Because yes, soccer is,
but on a regular basis these competitions
are international. It’s not like - come
together for the World Cup one time, or
the Olympics, this is a regular league,
it’s always international teams that
are competing. I think it’s an amazing
world. You see a lot of people now say “I
used to be a gamer”, or “I don’t really do
it anymore, but now I have a son and he
loves it” and all of a sudden you have a
multigeneration of people who say “this
is how I bond with my kids”. And that
creates even more interest and a bigger
fanbase.
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Izzet Pinto

“I love my
job, and I
want to do
the things
that I
enjoy.”

another accolade for a fantastic career

A decade after he launched his
one-man company which has
grown so fast to become one of
the biggest international distributor, Izzet Pinto will receive yet
another recognition for his fantastic career and contribution to
the development of the television
business around the globe. We
certainly had to talk about this
milestone.

zzet, you will receive MIPTV’s
Médaille d’Honneur which is yet
another among numerous recognitions throughout your career.
What makes this Medal more special?
I believe that this is the best year to receive
this award since it is our most successful
one to-date. It’s been 11 years since I found
the company; with a much stronger catalog, a very special location stand at MIPTV
(we just took half of the Endemol Shine
stand), with a big marketing campaign,
plus our music show is now an Amazon
original and my own format The Legend is
going to air in Brazil, it can’t be a better
timing to win this award. I am very thankful for all these achievements.
Looking back to what do you attribute
your success with Global Agency? What
do you think are the main prerequisites
to become successful in the modern
international TV marketplace?
I think in order for a distributor to be successful, you need to be backed up by the
successful content owners. Since we don’t
produce our shows, it’s so important that
these producers believe in us and give their
content to our company. Our incredibly
strong relationship with all the leading
producers really helped us to come to this
point. Also, our honesty was a key thing
for them and our transparent business values. The producers know that whatever we
achieve in business, we put back into it:
we always have a bigger team each year,
bigger marketing budgets and successful
launch parties, so all these makes them
put their trust in us and with their support we came to this point.
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Can you point out some of the big highlights in your career so far?
It all started with one format, the wedding
format titled The Perfect Bride 11 years ago,
and that really helped us to gain some recognition and also helped us to learn the
business. Then, it was the launch of 1001
Nights in our third year and this drama
brought us huge success and afterwards
it was Magnificent Century that helped us
become the fastest growing distributor in
the industry. After that, one of the highlights for me was when MIP made a campaign with the slogan “Success stories start
at MIP” and they made me the face of this
campaign. A few years ago, I created my
first successful format Keep Your Light Shining that helped me to gain a lot of experience in format making and with that experience, two years ago, I created The Legend,
which will be on air next month in Brazil.
That is huge news for me, a dream come
true. Also this month our show, The Remix,
became an Amazon original. I think these
have been the main highlights, plus the
acquisition and representation of Endemol
Shine Turkey’s series four years ago was a
big thing for us.
You are known for your innovative formats, marketing campaigns and spectacular parties. What surprises have
you prepared for MIPTV this time?
This time I wouldn’t say surprises, but
we doubled our stand size and that’s a big
accomplishment for us, and with our own
balcony and taking half of the Endemol
Shine stand, we will show that we are one
of the majors and we will be announcing
the launch of The Legend in Brazil during
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The Remix

Sultan of My Heart

MIPTV and even though I tell you now,
we are keeping very quiet about it, and we
are making a big story out of it at MIP, so
that’s our second big thing. For me, getting such a prestigious award is a big highlight for the company. Also, we will have
an innovative creative campaign for The
Remix at the airport.
What are the main highlights in Global
Agency’s catalog for this year’s MIPTV?
As you know, the digital series are getting
big in Turkey and we have one big launch
shortly, which is called The Deep - from the
producer of 1001 Nights, that’s one of our
big launches. Also from the producer of
Mother, we have My Dangerous Wife, which
is an adaptation of the Korean drama of
the same name. There’s a co-production
going on between Turkey and Russia for
a costume, period drama called Sultan of
My Heart. These are the biggest highlights
in the drama catalog. In formats, The Legend will be one of our highlights in terms
of announcements. We are relaunching
The Remix since it’s now an Amazon Original and The Sphere which is a big game34 / TVBIZZ MAGAZINE / MIPTV 2018

show, which we are shooting a pilot for
this format. We also have a format called
The Heritage, a French show which was
also selected by Fresh TV, and last but not
least, thanks to your introduction – the
Pitch & Play 2017 winner The Land is Singing.
Our Turkish production partner Ruyhan
Durali (creator of Shopping Monsters, Lucky
Room, etc.) added some new elements for
this show, and it became a joint business
with the Slovak producers, Ruyhan and us
under the title Sounds of the Nation.
You have created a number of formats.
Which one is your favorite and why?
By far it is The Legend, because the format
business is all about creating emotions
for the audience and The Legend creates so
many emotions - excitement, disappointment, happiness and even sadness. On top
of the emotions, it’s the first time that the
contestants decide their own destiny: they
are the ones deciding if they will win this
show or not, they are not in hands of others, but they can take risks and by retrying they can beat the highest score. It has
this gameshow element, which creates a

Heritage

lot of emotions. Also, Keep Your Light Shining
was a very good one, but that was lacking
some emotions. Still, it really helped me to
gain experience and pile up what that one
was missing. So, when I created The Legend
I filled up all the missing spots and that’s
why I have big expectations and my idols
have always been John de Mol and Simon
Cowell, and I want to achieve more.
What are your main goals for this year?
First of all, financially this is really the
best year ever, when I look at the first three
months. My biggest goal, frankly speaking, is to maintain this growth, because
for 11 years in a row, we have never stopped
expanding and we have always been growing bigger, not only financially but in
terms of the number of people we employ
and brand image. I want to keep on making Global Agency a bigger company, a
much bigger distributor with a bigger
team, bigger and stronger catalog. I want
to keep this growth going and also I want
to see The Legend in 68 countries - why 68?
Because The Voice has aired in 67 countries,
so that’s why I want to see it in 68.

The Legend

The growth of your company has been
tremendous. Are there any still unexplored horizons that will make you even
bigger in the coming years?
We will soon be investing in the app business, but all the apps will be related to
TV, so a very strong second screen app
that people not only play along, but chat,
spend time on it. That’s the place I want
to explore more. I have no plans to enter
the production business. However, I would
like to create partnerships in each country,
to find exclusive partners that we can work
with, so I can be a co-producer, maybe, but
not too much involved in production.
Everyone knows about your business
but not so many people know about
your personal life. How do you like to
spend your time when not working?
Definitely I am a family guy and I spend
a lot of time with my family. I believe it’s
important to have dinner together with
the family every night. I enjoy spending
time with my kid and with my wife, we
love to travel, every three months let’s say.
Lately, I like doing sports and going to the

gym, which I have never done in my life.
You also hold lectures in universities.
Are young people interested in the TV
business? What is the advice you give to
those who want to be a part of it?
People are very much into the entertainment business, because it’s fun, but one
thing that’s lacking in students is that
they want to be successful in a very short
time, and I think patience is the key here,
because before setting up Global Agency,
I failed in almost 20 different businesses
and I had 12 unsuccessful years, but that
experience helped me to be successful.
That’s why I will tell everyone to work very
hard, be creative, trustworthy, but maintain the patience.
What’s your view on the changes that
happen in the television world? Where
do you see its future?
It’s true that the television is losing its
strength, but the thing is most of the
channels are also investing in the digital side and that is growing so fast, so I
think that these two together are not mak-

My Dangerous Wife

ing losses, they create a healthy business.
So, I’m not negative about it. I think with
investment in the digital side and also the
free TV side the business will be healthy.
I am also reading news that most of the
American networks are trying to reduce
their advertising time on TV so that people will not switch between programs.
I think that’s smart - to have less ads on
TV but more expensive price tags for these
ads, I think that could be the key to keep
the viewers.
Where do you see yourself in 10 years?
I think I will most probably work until the
end of my life, most probably I will be in
the entertainment business since I tried
so many businesses and I can see this is
the one I want to be in and I want to continue. How do I see it? We are almost 30
people, I would like to have 60 or 70 people and I would love to triple my catalog,
open offices in multiple territories, create big franchise shows like The Legend,
build coproduction partnerships around
the world... I love my job, and I want to
do the things that I enjoy.
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Then & Now
We take a look at some of the biggest TV classics which were
recently revived with modern versions – how they looked back
then and how they look now.

Sabrina
Sabrina the Teenage Witch aired between 1996 and 2003 on ABC (4
seasons) and The WB (3 seasons).
It starred Melissa Joan Hart as Sabrina Spellman, a teen girl with
magical powers. The new version, commissioned by Netflix,
will star Mad Men actress Kiernan
Shipka and will be based on The
Chilling Adventures of Sabrina comic
book series.
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Hawaii Five-0
Hawaii Five-0 aired for
12 seasons from 1968 to
1980. The reboot of the
series premiered in September 2010 on CBS and
has been airing since,
making it one of the
most-successful reboots
of a library series.

Magnum PI
The original Magnum, P.I. starred
Tom Selleck as Thomas Magnum,
and ran from 1980 to 1988 on CBS.
Now, the network has cast Jay
Hernandez to star in the modern
reboot which is also set in Hawaii.
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Miami Vice

Dynasty

The original Miami Vice aired on
NBC from 1984-1990 for five seasons. It starred Don Johnson and
Philip Michael Thomas as two
Miami narcotics detectives. The
modern reboot hails from the
team behind The Fast and the Furious franchise. There are still
no details as to who will be the
stars of the reboot or when it will
launch.

The original Dynasty aired on ABC
from 1981 to 1989. It starred John
Forsythe as oil magnate Blake Carrington, Linda Evans as his new
wife Krystle, and later Joan Collins as his former wife Alexis. The
new series premiered in October
2017 on The CW and Netflix.
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Charmed
The original aired on
The WB for eight seasons between 1998 and
2006 and starred Shannen Doherty, Holly
Marie Combs and Alyssa Milano. Madeleine Mantock, Melonie Diaz, and Sarah
Jeffery will be the new
Charmed girls.

Star Trek
The first TV series, simply called Star
Trek and now referred to as The Original
Series (TOS), debuted in 1966 and aired for
three seasons on NBC, starring William
Shatner as Captain James T. Kirk. The latest installment, commissioned by CBS All
Access is called Star Trek: Discovery and is actually a prequel of TOS; it features Star
Trek’s first gay couple as well as the first
gay kiss on the franchise.  
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MacGyver

Lost in Space

The original MacGyver ran
for seven seasons on ABC
from 1985 to 1992. It starred
Richard Dean Anderson.
The reboot premiered in
September 2016 on CBS,
starring Lucas Till as the
title character.

The original show was
broadcast on CBS between
1965 and 1968 and followed
a family of scientists on a
mission to explore distant
planets accompanied by a
talking robot and a devious
doctor who worked to sabotage the voyage. Now Netflix has produced a reboot
which will debut on April
13 this year.
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Lice Mother

The surprising superhit from the Netherlands

A simple comedy about a simple mother who finds herself in a strange warzone of the playground of her daughter’s primary school became the most watched show in the history of small, youth-skewing net NPO3 this
winter. All of Netherlands was talking about the funny adventures of Hannah “The Lice Mother” and the whole
country was watching as the show reached up to 5 million viewers per episode both on TV and online.
The series immediately gained international recognition and has already been sold for adaptation in Belgium
and the Netherlands, with more to come, as Red Arrow Studios International is launching the format at MIPTV.
Georgi R. Chakarov tried to find out what makes this show so special and talked with Mylene Verdurmen,
Head of Drama at AVROTROS, star actress and co-creator Ilse Warringa, as well as Red Arrow’s SVP of Acquisitions Alex Fraser.

Mylene Verdurmen
Head of Drama at AVROTROS
ylene, tell us how was The Lice Mother born?
Eight years ago, the director, Jan Albert de Weerd and I
were making a youth series (The Year 0). In those days,
we ourselves had children in primary schools and we
were always crying of laughter when we told each other stories
about it. That’s where we came up with the idea of the series.
But the Net Manager of NPO3 in those days did not like the idea.
Three years ago, we made a pilot together with lead actress Ilse
Warringa, and then, Suzanne Kunzeler, the current Net Manager
of NPO3, fell for it.
What goals were set for the series before it was launched?
What audience did you expect to have in order to call it a
success?
The goals we set were just to make a lot of fun while writing and
shooting, to make exactly what we had in mind with a small
amount of money but a lot of nasty jokes. A carte blanche so to
say. We aimed for an audience of young parents (20-34) and we
expected 300.000 to 500.000 viewers and we would have been
happy with that amount.
Needless to ask if you were surprised by the huge numbers the
show got in just a few days. How do you explain this success?
I think the playing around with all prejudices and different mentalities in the Netherlands nowadays, in combination with all
these crazy characters in an arena everybody recognizes, suddenly
touched the core of Dutch society.
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The Lice Mother airs on a youth-skewing channel but it attracted
a very wide audience both on TV and online. Can you reveal
what is the average profile of the Lice Mother fan?
Funny thing is, there is no such profile. Everybody loves it, and
everyone for different reasons.
When did you start receiving the first international calls asking for the format?
A week after airing the first episode.
The format has already been sold in Belgium and Germany.
Will it be easy to adapt? How long was the production process
for the original series?
I think all story lines and the wide range of characters are easy to
adapt. But in every country mentality and prejudices will be different, so they might have to come up with different jokes. We
created the series more or less in one year. We started writing in
February 2017, and started airing it in January 2018.
When is the second season coming? Is the show going to move
to flagship NPO1?
As we told each other over and over again during the hype around
our series: ‘Let’s stick to the plan.’ So, we will work on season 2 for
a year and it will be aired on NPO3 again. With 4.5 million viewers on average for each episode (including online viewers), there
is no need to move the series to NPO1.
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RATINGS LIKE LICE

Ilse Warringa
plays Ank van Pijkeren, Teacher Ank
lse, why did you take this role and did you do anything
special to prepare for it?
I’m one of the creators and writers of the show, so it was
always clear that this character of Teacher Ank would be
played by me. She is a combination of different teachers, my
son “endured” during elementary school. The experience of
those encounters and my fascination with these women over
the years was my preparation.
What makes The Lice Mother so special? And your character in particular?
It feels a little bit like blowing our own horn, but I think The Lice
Mother is a success because the behavior displayed is recognizable for everybody. The way the different characters interact in
the limited and strict surroundings of a school playground, is a
mirror of how people act in the grown-up world and if you put
all different types of personalities and their diverse opinions
opposite each other, it becomes funny, cringing, and touching
at the same time. Teacher Ank is a one of a kind, but the funny
thing is, is that everybody, who commented on the series,
immediately said that they knew somebody exactly like her.
What did you do when you realized that “a small series on
a small channel” all of a sudden has turned into the main
talking point of Dutch people?
We all came together to watch Episode 3 and celebrated a little bit, but we were still editing the remaining episodes, so we
mostly focused on finishing the series.
What was the most memorable moment for you from the
first season?
I think it was during the shooting of Episode 5: Winterklaas. That
was very funny, especially the scenes on the school playground.
It felt a little bit like a war zone: the war between Minions and
Black Pete’s, the war between people who like Winterklaas and
those who don’t.

THE STORY
THE LICE MOTHER is set in a primary school – a mini-society with
its own playground rules, competitive parents, strange teachers,
and the lowest of volunteer jobs: checking the kids for head lice.
Hannah (Jennifer Hoffman) is the one chosen to take on this task
at her daughter’s primary school. The newly divorced, child psychologist finds herself alone and thrown into the strange warzone
of the school playground. At first, she tries to avoid the ‘mom mafia’ and the weird teaching staff; but she soon finds herself living
amongst them.
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There were reports in the Dutch press that the cast was
shocked by the success of the series and refused any press
and publicity. Is that true? What changes for you from now
on?
Haha, who did you hear this from? To my knowledge that isn’t
true and everybody was extremely grateful for the success and
responded well to press, but that’s something the network
might know more about. We also ended the season with all
the actors from The Lice Mother on a famous Dutch evening program (DWDD), so I don’t think there is any merit to that report.
For me it’s back to business. Acting on different shows and
writing season two. So much more where this came from, I
can’t wait!

Alex Fraser
SVP Acquisitions Red Arrow Studios
International
How did you discover Lice Mother?
We had heard about BING Film & TV producing a new show for
AVROTROS and NPO3 in the Netherlands, and have wanted to
work with BING for quite a while. We then also noticed that The
Lice Mother premiered in the Netherlands and started to build big
audiences every week. It has become NPO3’s highest rating show
ever – with audiences of over 5.2 million viewers and a 40% market share – and that definitely gets your attention! Our colleagues
at the channels of ProSiebenSat.1, which is the parent company
of Red Arrow Studios, also grew interested in the scripted format
– and commissioned the show for a local German production for
Sat.1.
Have you registered interest from other countries already?
We are launching the series at MIPTV 2018, so are just starting to
discuss Lice Mother with international broadcasters. However, the
initial feedback has been tremendous, with exceptional interest
from broadcasters around the world – particularly in CEE territories. The show’s wild ratings success in the Netherlands – and
now commissions in Germany on Sat.1 and Belgium for VTM,
means that a show like this is quickly on the radar of broadcasters.
What is the international potential of the format? What will
attract buyers to it?
We see big potential for tape sales and the scripted format. Indeed,
major broadcasters have already commissioned it. A key factor in
the success of Lice Mother is that the show is hilariously funny, and

filled with cringe-inducing humor. Another is that viewers can
easily relate to the characters and the setting: a primary school
– which is a mini-society with its own playground rules, schoolgate etiquette, competitive parents, teacher-parent evenings, and
– in many countries - the lowest of volunteer jobs: checking the
kids for head lice!
The central character is newly divorced mother Hannah, who
finds herself alone and thrown into the strange warzone of this
school playground. At first, she tries to avoid the ‘mom mafia’
and the weird teaching staff; but she soon finds herself living
amongst them: an active member of five group apps, the overseer of the charity pot, and with the dubious honor of being nominated as the official ‘Lice Mother’.
Talent is also key in attracting buyers, and the series pairs
director Jan-Albert de Weerd’s signature charm and humor with
the writing and production incredible talent behind some of
Dutch TV’s biggest drama and comedy successes. Furthermore,
the series has been recommissioned in the Netherlands for a second season – which is obviously great in terms of additional episodes as part of a scripted format deal, and also great validation
for the show from the originating broadcaster.
It is very rare that a “simple family comedy drama” achieves
such high ratings on TV and online. Is this the start of a new
international trend?
Let’s hope so! We think that brilliantly-made scripted such as Lice
Mother, that comes from exceptional creators and talent, and that
has been a massive local success, is always going to be “on trend”.
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r. Fujii, last month you
organized an event, showcasing your latest Mixed
Reality (MR) innovations.
What is this Mixed Reality about and
how is it blending with traditional TV
viewing?
We believe MR is a technology that
allows reality space to overlap with 3D
computer graphics. In virtual reality,
the head-mounted display one wears
does not show the TV screen. The Microsoft HoloLens MR device, however,
is transparent and allows the user to
enjoy the real-life TV show while showing 3D computer graphics outside of
the screen. It occurred to us that we can
expand the possibilities of our content
by using this technology. For this event,
we featured demo content much like
how motor shows display concept cars.   

Nippon TV Mixed Reality Concept Visual

Nippon TV’s Mixed Reality

Judging by Nippon TV’s promo video
for the Microsoft HoloLens glasses,
this is essentially a holographic experience. Is this the next step in our
technological evolution?
We see the Microsoft HoloLens MR technology as the next development of Virtual Reality and Augmented Reality.
Our promotion video only allows us to
show what it is all about in 2D but the
actual experience is 3D, and it was difficult for us to share it in its full glory.

The next step to changing our TV viewing experience forever

Imagine watching a live sports event and simultaneously getting access to stats and life-

AYATO FUJII is the Chief Art Director
of Nippon TV, in charge of the various
computer graphics designs for entertainment shows and sports broadcasts. Fujii
is also a vital contributor to Nippon TV’s
research and development endeavors for
virtual reality (VR), augmented reality
(AR), and mixed reality (MR).

How expensive is it to produce MR
content?
It depends on the quality, but you can
expect the 3D computer graphics portion
to cost about the same as 3D computer
graphics created for TV shows. Recording 3D images of people, however, is
still a lot more expensive than using the

size images of stars in the space around the screen. Pretty soon that will be possible.
Yako Molhov talked about this exciting next step in changing our TV viewing experience
forever with Ayato Fujii from the Engineering & Technology Department of Nippon TV.
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What interactive possibilities does
your technology offer?
Our latest demo content allows multiple people to watch TV in the same space
and also enjoy the MR 3D computer
graphics together, with each person
free to move around and get their own
unique vantage point of the life-sized
athletes and stars they love.

Ayato Fujii,
Engineering & Technology Division
Nippon Television Network Corporation

changing the way we entertain ourselves most frequently – in front of the screen. Now, JaReality content outside the screen and in our own living room.

You have tapped this MR “a completely new viewing experience”.
How is it different from other Virtual
Reality (VR) systems available now?
With VR, you enter the virtual world
while wearing the device so you cannot see the TV in your actual world.
With MR, you can enjoy what is on the
TV screen and the MR content simultaneously, even while drinking coffee or
eating.

Are you producing content specifically for this MR viewing or you can
adapt content, produced in the traditional way? Must the main TV content be shot using special equipment
in order to be used in MR?
For the demo content, everything that is
confined within the TV screen was produced using the traditional methods.
The MR and computer graphics that are
displayed outside of the TV screen, however, were produced separately.

The technological advance has given us VR and AR, creating new experiences, but not really
pan’s Nippon TV has presented a new technology, mixing traditional TV viewing with Mixed

What are the main elements of this
MR that viewers can experience when
using their lenses and TV sets?
Viewers can continue to enjoy their
favorite TV shows with their own eyes,
just like they always have. But now we
can add new experiences, as our demo
content shows. By wearing the smart
glasses during live sports broadcasts,
viewers can see the score board or player
information displayed outside of the TV
set. They can also have sports stars or
their favorite musicians appear life-size
in their living room. Commercials and
weather forecasts can also be seen in 3D,
right on top of the coffee table.

traditional methods of capturing them
on video.
Are you familiar with the Interactive
Mixed Reality (IMR) technology developed by Norway’s The Future Group
which was used in the gameshow Lost
in Time? How does your technology
compare to theirs?
We are familiar with Lost in Time. The
IMR technology it employs enables
synthesizing of images within the TV
screen, so it is different from our MR
technology.   
Will you work exclusively with Microsoft on this technology?
Our current technology development
is being done completely in-house. At
the moment, Nippon TV is not working
with Microsoft and there are no plans to
do so in the near future.
The price of the HoloLens is still very
high - $3.000 - and used by developers
for the time being. How long would
it take to reach mass proportions
and be adopted by millions of people
around the world?
We do not know how long it will take
for MR to reach mass proportions, but
when the issues of price, weight, and
scope of display are solved, it is highly
likely that we will see widespread use.
Aren’t you afraid that Mixed Reality could inherit some of the major
drawbacks of VR, i.e. expensive and
cumbersome equipment, the need for
special content; etc. and with time
turn into a flop like 3DTV?
We cannot say we did not worry about
this, but nothing will be discovered for
the future if we do not take on challenges simply because we are anxious.
Only those who embrace challenges
grow rich in experiences and knowledge. As a leading company, Nippon TV
has a mandate to create for the future.
When will viewers and consumers of
all types of content be able to enjoy
immersive technology without special gears? Is the time of holo-projectors near or it will remain in the
realm of science fiction for now?
That, we do not know. Based on our
knowledge, there are currently no technologies of that sort that can quickly be
put to practical use.
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Quincy Jones and Reza Ackbaraly, founders of Qwest TV

The Qwest TV Story,
SVOD, and All That Jazz
The SVOD universe is expanding fast with a multi-

2014’s $14.3 billion. It is not clear how much of

tude of services launching globally with a focus on

these sales were generated by jazz which in 2014

various genres and interests feeding users around

was named the least popular genre in the U.S.

the planet with the content they love and they are

representing just 1.4% of the total music consump-

ready to pay for.

tion, with total annual sales of 11 million albums.

Streaming literally saved the global music

Still, these numbers did not discourage the

business from the slump and according to Nielsen

founders of Qwest TV, music legend Quincy Jones

data for 2016 helped the industry post its highest

and Reza Ackbaraly, to launch the first SVOD

growth in twenty years (+5.9%), as streaming

platform for jazz lovers around the world. As Reza

revenue jumped 60.4% in one year. The market

tells Iliyan Stoychev, success has been with them

was worth $15.7 billion which is close to the 2009

ever since they came up with the idea for Qwest

levels and nearly 8 billion less than what the music

TV which was officially launched in December last

companies made in 1999 but still up a billion from

year.
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eza, let’s start from the very
beginning. How was the idea
for Qwest TV born? What is the
story?
It comes with the revolution by Netflix for series and movies. It’s basically SVOD, which is subscription on
demand, and you pay a monthly or
annual fee. Right now in the U.S. there
is a big phenomenon called ‘cord cutting’, many people are cutting down
their cable or satellite subscription to
build their own à la carte offer, which is
highly related to thematic channels. I
am a big fan of music, I used to be in
charge of Mezzo TV programming (on
jazz and world music sides). I did that
for twelve years, and during that time I
was already thinking vertical, i.e. thematic channels. I knew, and still do
now, there are numerous documentaries, concerts, archives within various
TV channels and production companies’ catalogs that had a one late night
broadcast on TV in one specific country, and that are not available anymore.
Thus, the idea was to take advantage
of this great content and produce new
content through a vertical system like

REZA ACKBARALY is a French music
and media executive. From 2003 to 2015
he worked as Program Manager at the
New Jazz & World Music department
at the French cable channel Mezzo. In
2015 he founded Auditorium Films, an
international TV content distribution
company specialized in arts and music programming. Reza is also Music
Programmer at Paris-based concert hall
La Petite Halle. For the past 10 years he
has also been involved with the European jazz festival Jazz à Vienne as Music
Programmer. As of July 2017, Reza is the
co-founder of Qwest TV.

SVOD. That is for the technical part. And
of course, for the music part, the brain
wave came when I met Quincy Jones.
How do you know Quincy Jones and
who first approached the other for
this project? How did you come up
with the name Qwest?
I met Quincy Jones in 2014 at Jazz à
Vienne Festival where I take also part
in the programming. I was still working at Mezzo (he used to be a big fan
of the channel) and we quickly started
to talk. He is a very techy person, he is
very curious and knows a lot about what
is happening today in the industry, all
the streaming services (Spotify etc.) and
new digital challenges. I remember he
said: “Why don’t we launch a specific
channel dedicated to musicians and that
kind of music?”. There are thousands of
channels in the U.S. but not one focusing on these topics – musicians, jazz,
and jazz-inspired music. That is what
made us jump on the project.
The key behind the name Qwest is of
course Qwest Records by Mr. Quincy
Jones. A wonderful label where he
signed Frank Sinatra, George Benson...
lots of incredible artists. When we came
with this idea of putting together an
SVOD platform, I suggested “Why don’t
we call it Qwest TV?”. To me it was an
elegant way to highlight the presence of
Mr. Jones without mentioning his name
upfront. Moreover, in terms of aesthetic
and artistic direction, we are on the
same page as Qwest Records. We know
Quincy for his tremendous work in the
pop world, but he is the man of jazz
roots. He is the one who worked with
Sarah Vaughan, Ella Fitzgerald, he has
played with everybody, in fact he is the
embodiment of this claim “From bebop
to laptop”. I like to say this because it’s
a reference to one of the shows he did
at the Montreux Festival in 1994. It was
around (and to celebrate) the release of
his album “Back on the Block”, a record
where he gathered jazz and African
musicians, and also hip-hop artists. At
that time, the claim was “From bebop
to hip hop”. When I met him in 2014, I
told him “What about from bebop to laptop” because nowadays all the artists are
using electronic devices in their music,
and Qwest TV is all about that. It’s jazz
and beyond: soul, funk, world music,
all the good music from everywhere in
the world.
In September 2017, you made your

first campaign – recruiting 1.500
co-founders/subscribers for the service on Kickstarter. This was a very
innovative approach to launch the
service. Were you satisfied with the
results and the reactions?
It was a crazy experience. It was one
month long, and it was more like a
pre-subscription campaign rather than
crowd-funding. The idea was to pre-sell
subscriptions in order to try – like a test
– the idea of a project like that. When
you are dealing with something totally
new, you never know what is going to
happen. You never know if you will have
people interested and ready to follow
the project. It was a great opportunity
to raise people’s attention, get feedback. The reaction was totally amazing, encouraging, we got lots of support not only from music lovers, but also
from artists themselves. These included
direct messages, shares on social networks, and even free tickets to attend
shows, meet and greet, records … They
wanted to help to make this real. We
have had over a thousand people who
pledged, we nearly doubled our financial
target. And the beautiful thing is that
we have observed the birth of a community of music lovers from all over the
world. This was actually the very target
of Qwest TV, to create this community.
Those pre-subscribers are co-founders,
from 47 countries. The main countries are France, U.S., Brazil, Australia,
South Africa, UK, Switzerland. Once we
succeeded in this campaign, I could feel
like “Okay, now we have people expecting a service like this, let’s make it
happen”.
What could entice people to subscribe to Qwest? Do you have a target
number of subscribers that will make
Qwest a successful venture?
During the campaign, a thousand people backed the project, among those 800
took a pre-subscription package. We
officially launched on December 15, 2017
and today we have 1.700 subscribers,
thus 900 more without any marketing.
Our target is to reach 15.000 subscribers
within the next 18 months. What’s driving the growth is the quality of content.
It’s not about converting the world to
jazz. We are like a gastronomic restaurant. Short menu reshaped constantly
with the most fresh and finest products.
What matters is high quality programs
in HD, with good curation, and to have a
good, close relationship to our audience.
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There are thousands of
channels in the U.S. but not
one focusing on these topics
– musicians, jazz, and jazzinspired music

Qwest TV is currently available in
English and French. Is the service
available worldwide and will there be
other language versions? And can you
reveal: which country brings the most
Qwest subscribers?
We are close to have a Japanese version
of Qwest TV. We need to find the right
partner to work with. The next languages will be Spanish and German.
The countries that bring most subscribers are France, US, UK, Brazil, Germany,
Switzerland.
What kind of audience is Qwest TV targeting? Is it only for hardcore jazz lovers or someone else as well?
Qwest TV is for everyone, all the music
lovers. Obviously, jazz and world music
will be the main topics, hard-core fans
will be fulfilled for sure. But Qwest TV’s
mission is to be educational, a tool to
help non-specialists who sometimes
don’t feel at ease or welcome when it
comes to these types of music. Qwest TV
is based on curation and it’s what makes
us different from all other services.
When you’re not familiar with jazz and
you go on a service to watch something,
there are thousands of options, but you
don’t know what to look for. At Qwest
TV, you will be guided to discover the best
content.
Can you tell us more about the content? What is the ratio of concerts,
interviews, and documentaries on
Qwest? And what portion of the content is jazz-related?
So far, we have more than a hundred
programs available on the platform, the
target is to have 300 by the end of April
2018. Then we will have one new piece of
content a day. The main part is concerts,
followed by documentaries - both include
56 / TVBIZZ MAGAZINE / MIPTV 2018

exclusives. From live performances in
festivals to small jazz clubs. 60% of the
content is jazz, 25% world music and the
rest are soul, funk, also hip hop.
What is your model for rights and royalties with the content owners?
We are dealing with many producers and
distributors all over the world. It does
depend on the context. Sometimes, we
are co-producing, other times we are
licensing content, we can also do revenue sharing. We already have a deal with
BMI ASCAP in the U.S., SACEM in France,
we are about to find a deal with GEMA
in Germany, SABAM in Belgium, we are
working with all the main actors in this
field.
How important will 2018 be for Qwest
TV? What are the plans?
March 14 was Quincy Jones’ 85th birthday
and we want to meet the level of excellency he has always shown in each of his
works. This year is about expanding our
presence through apps, Apple TV, etc.
For almost 13 years you worked at
Mezzo TV as Program Manager in
charge of jazz and traditional music
programming. Is it possible for Qwest
TV to extend its offering into classical
music in the future?
It’s fairly possible. Our claim is “Journey to jazz and beyond”, if classical
music appeals to jazz fans, we can propose classical music. We are already
going to show lots of Indian, Arabic,
African classical music, classical music
from all over the world. European classical music is part of this, so we may talk
about it. Chick Corea, Herbie Hancock,
Keith Jarret are on Qwest TV and they are
big classical music fans, so it is an open
option, if the content makes sense to our

audience.
Streaming saved the music industry
from the decline. How bright is the
future of the industry now?
Audio streaming services are doing well,
growing revenue shares in the market, it
has been contributing to change people’s
habits - now people are used to paying for
streaming services – as well as in the way
they consume cultural products. People
don’t need to own things anymore, DVD,
CD etc., new technologies have been
coming with people’s change of habits,
lifestyle. They travel, they move home
more often and quicker, they don’t need
to carry things they own, and streaming
is there to facilitate that. It can only grow
bigger. Our asset in this trend is our system of curation. On the internet, you
can find millions of pieces of content, it’s
unlimited, and now we are sort of victims of this abundance. Our job at Qwest
TV is to sort this problematic out and to
find the best content for our audience,
doing this with our filters. Otherwise
it’s a nightmare, it’s too much of everything. The editorial part is our strength.
What other projects are you currently
involved in?
I have also been curating Jazz à Vienne
Festival for twelve years, a beautiful festival in South of France, close to Lyon. I
have been curating a venue in Paris called
La Petite Halle. Now also I’m launching
a series of programs in North American
movie theaters (it’s a network of 1200 theaters) and I am going to curate for them
music, mainly jazz, world music, and
dance programs. We are bringing that
kind of culture to the big screen, it’s a
new and very exciting challenge, and
Qwest TV will have its own programming
there.   
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Italian producer BIBI BALLANDI was
born in Baricella on June 26, 1946. He
passed away on February 15, 2018. He
began his career as artist manager in
the 80s. In 1993, he started to produce
TV shows for Rai, including the big
music events Pavarotti & Friends, Sulla
Strada …E sei rimasto qui (1997) during
the 23rd Eucharistic Congress with
Pope John II and international formats
Taratatà with Bruce Springsteen, Lionel
Richie and Madonna as well as Dancing
with the Stars. Ballandi created the
format Leavin’ You A Song which became
an international hit. In 1999, he invented the Italian one-man show with
stars like Gianni Morandi, Fiorello and
Andrea Bocelli. His show Stasera CasaMika won the Rose d’Or in 2017. The
Ballangi group of companies includes
Ballandi Entertainment, Ballandi Multimedia and Ballandi Arts.

Bibi Ballandi

A Stylish Producer

Remembering Ballandi and his role in the building of the new Italian TV entertainment
by Maria Chiara Duranti
Bibi Ballandi, Italian producer and CEO of Ballandi Multimedia, passed away this February after a long battle with
cancer. The King of Saturday night shows and master of
entertainment and variety programs, known for his humility and his capacity to create a magical world of beauty and
poetry, made Italian TV history by changing the model and aesthetics of television. He built up a large group of writers, authors, and directors, who introduced a new way of producing
television, deeply infused with his own particular style.
“Fly down to dodge rocks” (Vola basso per schivare i sassi) was
the recurring phrase he would repeat to his collaborators. He
never boasted of his success, but success was always with him,
with astonishing numbers. Bibi made ratings history by pulling
more than 12 million viewers with a whopping 43.8% primetime
audience share with the Rai 1 show The Biggest Show After the Weekend.
The start of his career in the entertainment business in 2000
was marked by the creation of extravagant TV shows on Rai 1 following the tradition of Saturday night shows but also enriching
the variety model with a new twist. Soon, the man who started
as an agent of singers, artists and musicians, turned into the undisputed king of the Saturday night show on TV.
Bibi started with C’era un ragazzo (There Was a Boy) with Italian
singer Gianni Morandi, then continued with Adriano Celentano’s 125 Milioni di cazzate (125 Million of Bullshit), La Bella e la Bestia
(The Beauty and the Beast) with Lucio Dalla, Torno Sabato Sera (I’ll
be Back Saturday Night), hosted by comedian Giorgio Panariello
and discovered Fiorello, producing Fiorello Stasera pago io (I’m Paying Tonight) and Il più grande spettacolo dopo il weekend (The Biggest
Show After the Weekend). Bibi Ballandi was able to achieve incredible results attracting millions of viewers. He also invented
the one-man-show formula in Italy with Tonight CasaMika which
was awarded for Best Entertainment Series at the prestigious
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Rose d’Or last year.
All of the best Italian artists worked with him: Andrea Bocelli,
comedian Virginia Raffaele, dancer Roberto Bolle and every show
produced by Bibi Ballandi was an extraordinary success. Another
reason for this is that he had a very intimate connection with his
artists; he was involved in their lives, expectations, fears; like a
father and not only a producer or an agent.
The show that he loved and was most proud of was the TV
event organized in Bologna in September 1997, on the occasion of
the Eucharistic Congress in front of Pope John Paul II. Bibi Ballandi was able to convince Bob Dylan and many other artists like
Andrea Bocelli, Italian singers Lucio Dalla, Gianni Morandi and
Adriano Celentano, to appear and perform at the event. This was
a significant religious event which Bibi turned into a TV spectacle that was broadcast simultaneously all over the world.
His deep devotion was an integral element of his personality:
he was very religious, deeply and sincerely devoted to the Church
and to God. He transmitted his ethical and moral values to his
work in the TV Industry and that was unique. He wanted to entertain in an inspiring and uplifting way. His concept of TV was
high quality, beauty, dreams, and atmosphere; he created epic
shows that became the definition of beauty and grace. It was the
trademark of his production style.
He used to say that he was a thinker - someone who likes to
discover great talent and creativity and then make it explode in
its magnificence: “I like to be part of the process”, he used to say.
“I want to make them bigger. Sometimes an artist has a primitive talent and I want to turn it into a phenomenon”. And that is
exactly what he did. He frequented local theaters and even small
events, searching for new comedians and singers, and contributing to the formation of major stars.
He was also one of the first producers in Italy to understand
the importance of international trends and formats. Early on, he

found the BBC show Dancing with the Stars, now in its 13th season
on Rai 1, and he also created the original singing kids’ talent
show Ti Lascio una canzone (Leavin’ You A Song) with the aim of offering a contest where fun and entertainment were the primary
elements, not the challenge or the competition.
Entertainment was not his only passion. In 2012, he started
a new division called Ballandi Arts, focused on documentaries.
In the same year, Sky Arte HD was about to start in Italy. Since
the beginning, Bibi wanted to be part of the new Italian adventure. Though he was a simple person, he loved the arts and he
produced more than 400 documentaries both for Sky Arte and
Rai. In 2015, when Sky Arts Production Hub was set up in Milan as a new production center for cultural output for Germany,
Austria, Italy, Ireland and UK, Ballandi Arts intensified its collaboration with Sky and produced the first pan-European talent
show, Master of Photography (now in its third season), and many
others like Italian Season, The Mystery of the Lost Caravaggio, Rising
from the Ashes and Artists in Love. For the first time the same series
of documentaries was simultaneously broadcast in five countries.
His unique style of producing series with elegance and beauty made his particular conception of the arts documentary inimitable. Series like Masterpieces Unveiled, Contact in collaboration
with the Agency Magnum, The Art Exhibition of the Week, The Seven
Wonders of Italy are examples of unparalleled beauty. Their defining characteristic was the capacity to combine Italian aesthetics
with International storytelling and Anglo-Saxon pragmatism.
To his teams in Rome and Bologna, he was like a father; a
master of humanity and sensitivity with the ability to transmit
love and passion for the beauty of the TV shows he produced.
For his family, in particular his beloved wife Lella, for all of us,
the entertainment, passion, and beauty he created during his
lifetime will be unforgettable. He will be forever in our hearts.

Roberto Pisoni
Head of Sky Arte HD and
Head of Sky Arts Production Hub in Milan

“The first time I met Bibi Ballandi was
during the official presentation of Sky
Arte by Rupert Murdoch in Rome in
2012. We were both sitting at the same
table and was sympathy at first look.
We had never met before. Six months
later, we became partners working on
art projects and since the beginning of
the channel launch Ballandi Arts was
producing arts documentaries. It was
a big challenge for him, an unknown
world for him but an adventure that he
wanted to take on. He had the genius
and the intelligence to cross a field
that didn’t belong to him, but with his
resourcefulness and spirit he beautifully made it.
For the first time, we worked together on the creation of unique series whose characteristic was the fact
to produce arts documentaries post
edited. We started from Italian Art
and the particularity was to create series that were distinguished by dynamism, high quality, attention for the
single shot, aesthetic sense, beauty,
cleanliness. Indisputably a brave experiment that only Bibi Ballandi could
have made.
I remember Bibi as a crystalline person, of a great intellectual honesty and
transparency that went beyond his undeniable sympathy and savoir-fair.”  
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HIGHLIGHTS

Q1
TRENDING
STORIES
ON TVBIZZ
These are the most
read news stories on
TVBIZZ from January to
March 2018.
www.tvbizz.net

PROGRAMMING

RTL says it's Time to Dance
Chantal Janzen and Jamai Loman will be presenting RTL4’s
new dancing project Time to
Dance which is set to premiere
on April 27. The new show
replaces Dance Dance Dance and
will air on Friday nights and
feature judges Dan Karaty,
Robin Martens and Gianinni
Semedo Moreira. Both individual and dancing groups of
various styles can take part in
the show. They will be given
full artistic freedom. The
grand prize is 50.000 euros.

RATINGS

Got Talent drops
dramatically
After the excellent start last
week, Got Talent has been
losing viewers dramatically.
Last night the show gave
Reshet only 11.8% rating
which compares to 25% for the
premiere. Keshet’s MasterChef increased its viewership
with nearly 30% and posted
15.1% for the leadership on
Sunday night.

Sewing Bee surprisingly
beats Got Talent
Undressed launches on Zulu
Klæd mig af is the local title of
Banijay format Undressed which
will launch on TV 2 Zulu on
Monday. The next episode will
be aired on the following day
at 20.45.

TVE1 launched its new format
Maestros de la Costura, local
adaptation of Sewing Bee, last
night. It became the surprising winner in Spanish
primetime attracting 2.3 million viewers and scoring 17%
market share. The new format
of TVE1 managed to overcome the competition of Got
Talent on Telecinco, which had
400.000 viewers less and 14.7%
market share.

M&A/FINANCIALS

Is Apple buying Netflix?
Here’s why you can ignore
some analyst predictions:
Forbes Citi analysts recently
sent a note to clients saying
there is a 40% chance that Apple will buy Netflix, according
to Business Insider. The basis
for the analyst’s argument is
that Apple will have $252 billion in overseas cash available
to repatriate, and they need to
do something with it. It would
be boring and obvious to tell
their clients that Apple will
stay the course and continue
what they’ve been doing —
making smaller acquisitions,
increasing research & development spending and buying
back shares and growing their
dividends.

DR's DG is the highest
paid pubcaster chief in the
Nordics
ITV Studios Sweden continues
to strengthen its team and
has now added a total of 15
people from Chimney’s post
production division. They will
become a part of the new division ITV Post which will have
around 20 people.

DR budget cut with 20%,
license fees will be replaced
by new tax
RTL2 adapts Dutch reality
format

Television means business
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In the new RTL2 documentary
soap We’re Getting Your Baby (Wir
bekommen dein Baby), six famous
mothers are helping young
parents who need urgent support before and after the birth
of their newborn baby. The
show is based on the the Dutch
format Four Hands on a Belly
which has also been adapted
in Belgium. The program is
produced by Endemol Shine
Germany. Six episodes will air
from March 21.

#XFactor and #Survivor
reach over a million
viewers with premieres
Last night’s premiere of The
X Factor helped MTV3 reach
over a million viewers. The
average audience for the
first episode was 559.000
viewers in the 19.30 slot. At
19.30, Nelonen aired The Dating
Game which had 415.000 viewers on average with a reach of
765.000.

The government and the Danish People’s Party reached an
agreement to cut the budget
of public broadcaster DR with
20% over the next five years.
This means that DR will lose
740 million of the 3.7 billion
DKK it is currently getting.
The agreement also foresees
the abolition of the broadcasting fees. In the future, DR will
be funded from taxes which
will also mean lower personal
deductions of nearly 1.000
DKK per year. The politicians
expect DR to focus on its key
public service activities.

APPOINTMENTS

DISTRIBUTION

Red Arrow Studios
International expands
management

Nippon TV asks Amazon
to take down new drama
Chase

Red Arrow Studios International, a Red Arrow Studios company, has appointed Alex Fraser
to the new position of SVP
Acquisitions, based in London.
Fraser is responsible for driving international acquisitions
and distribution deals across
all genres, and developing new
programming opportunities
globally.

Nippon TV has contacted Amazon Japan with a request to
take down their new drama
series Chase, produced by Joker
Films. From the Japanese
broadcaster have noticed too
many similarities between
Amazon’s show and their production Memoirs of a Murderer.
Chase is about Mikami, a
journalist, and Mai, a rookie
assistant director of a satellite
broadcasting station, close in
on the truth of the unsolved
serial murders.

ADVERTISING

Record year for the Swedish
ad market in 2017
The Swedish Media Bureaus
report that 2017 was a record
year for the local advertising
market. The total investments
reached an all-time high of
14.361 billion SEK which is
3.7% more than in 2016. Radio
was the biggest winner with
a 25.6% growth. TV grew 2.1%
to just over 5 billion SEK.
The internet was up 10.2% to
4.33 billion SEK. Daily press
dropped the most with 20.3%.

Metro-Goldwyn-Mayer is
partnering with Roy Aalderink and Peter Lubbers to set
up Concept Street which will
be developing and producing content for TV, online
platforms and advertisers.
Aalderink and Lubbers will
serve as Co-MDs and will work
closely with Mark Burnett
and his team as well as Chris
Ottinger, MGM’s President
Worldwide Television Distribution & Acquisitions.

ESG confirms #TheWall for
Middle East
Endemol Shine Group announced today that The Wall
has been sold for adaptation
in the Middle East. Back in
November 2017, TVBIZZ reported first that MBC Group’s
CEO Sam Barnett confirmed
at the BroadcastPro Summit
2017 that his company will be
airing the Arab version of the
show. Imagic is producing.

According to a report by i2p of
Arce Media, the Spanish advertising sector is spending more
each year. During the past
year, the sector earned 4.4 billion euros, which corresponds
to a 2% increase. The digital
media reported 850 million
and the traditional one had
3.6 billion, 60% of which were
invested in FTA and paid TV.
According to the survey, the
sector will experience another
2.1% growth in 2018.

TF1 appoints new director
of flow programming
Remi Faure is the new flow
programming director of TF1.
Since 2017, he was deputy to
the present executive of the
department, Mathieu Vergne,
who will move on to the production company DMLSTV.

Venti (Twenty) is the name of
the new Mediaset FTA channel
which will be launched on the
frequency of Channel 20 of the
DTT network where ReteCapri
used to air. The new channel
will be focused on cinema and
series and will launch this
spring. It is meant to compete
with Rai’s Rai 4.

NBCUniversal’s reality
streaming platform hayu will
be launched in Denmark this
week, on March 1. The catalog
includes 150 titles and the
monthly subscription will cost
49 DKK.

YouTube Red will expand
its subscription service to as
many as 100 countries, according to YouTube chief executive
Susan Wojcicki. Speaking at
Recode’s Code Media conference in Huntington Beach,
Wojcicki said that YouTube
will be looking to expand its
Red service “to many more
countries”. The subscription
service first launched in October 2015 as a $9.99 subscription for ad-free viewing and
was designed as a replacement
to Google Music Key.

The future of TV is here
with Nippon TV's Mixed
Reality
NBCUniversal reimagines
the commercial experience

Mediaset launches new FTA
channel

hayu launches in Denmark

YouTube is expanding Red
to more countries
The Spanish ad market
continues to grow in 2017

#MGM sets up #Benelux
studio

DIGITAL

NBCUniversal announced its
plan to decrease the number
of advertisements in commercial pods by 20 percent and
decrease advertising time by
10 percent across its networks
during its original primetime
programming. The company
will also launch a new 60 second contextually-programmed
PRIME POD in the first or last
break of a show dedicated to up
to two advertisers for stronger
impact with viewers.

Nippon Television Network
Corporation (Nippon TV) is
excited to announce an upcoming event at its headquarters in
March dubbed “Creative Technology Lab,” featuring computer graphics content that
uses Mixed Reality (MR)--a
futuristic technology currently
under development by Nippon
TV. “Nippon TV Mixed Reality” is a system that enables
multiple viewers in a room to
wear transparent smart glasses
that display various data and
computer graphics outside of
the television screen.
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